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Abstract 
This study aims to create a conceptual model which identifies the key factors that influence the level of satisfaction felt by those 
who acquire products from the direct sales market. The study was conducted among people who buy various products from the 
Herbalife Company. The multivariate analysis aimed at creating a conceptual model and its testing in order to identify a number 
of variables such as: company image, image of the sales point, the existing product range, consulting and other methods of 
information received. These variables may influence the level of satisfaction of the respondents. For model testing, data were 
processed using IBM SPSS Statistics 20. 
© 2014 The Authors. Published by Elsevier B.V. 
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1. Introduction 
Identifying the costumer’s satisfaction represents the basic pillar of every company’s marketing activity. The 
notion of satisfaction has been analyzed even since the year 1965 when Richard N. Cardozo (quoted in Muntean, 
2010, p. 75) conducted the first study on this subject. Subsequently a series of specialists have tried to define 
costumer’s satisfaction and to identify the most influential factors that define this concept. 
Linda L. Price (2004) defined satisfaction as being: „the decision that a consumer makes regarding a certain 
product or service taking into consideration the pleasure he experienced or didn’t experience during its use”. This 
definition outlines the importance of the satisfaction process in subsequent acquisitions made by the consumer. 
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What is more, satisfaction is seen as being reliant on the enjoyment a consumer may experience during the use of a 
product/ service. This enjoyment suggests that the acquired product has fulfilled the consumer’s expectations 
(Keller, Kotler, 2012). 
2. Factors that influence consumer satisfaction   
To determine the factors that lead to consumers’ satisfaction, it is necessary to know the initial consumer 
behavior. Thus, we must take into consideration not only the rational behavior of an individual, but also the 
irrational one. According to Mahmoud (2008, p. 3), at a rational behavior level, many of the benefits and costs 
analyses are conducted in just a few seconds at a subconscious level, whereas at an irrational level, decisions are 
made in haste and on a whim, without implying an analysis of benefits and costs. 
The main factors that lead to consumer’s satisfaction are quality and price (Caluschi, Munteanu and Prutianu, 
2004, p. 85). Satisfied consumers are less sensitive when it comes to price variations, they have a tendency to buy 
large volumes of products and are less influenced by competitors. Taking into consideration these two factors 
(quality and price), it is possible to explain the ascent of certain companies, various brands or of a national economy 
in referral to the world economy. 
In the opinion of Balaure, Catoiu and Teodorescu (2003), the acquisition behavior is influenced by two types of 
variables: the ones that are direct observable and the ones deduced through interferential type research. When it 
comes to exogenous research, the most important components of the actual study of the consumers’ behavior are the 
demographic and economic factors. 
 Another factor that determines consumer’s satisfaction is the perceived performance of a product. Attracting 
consumers through product performances depends on various factors, including the relation between the company 
and the consumer along with the loyalty towards the brand. Consumers have the tendency to form a favorable 
perception regarding a certain product if its brand is popular. This attribute offers consumers a positive and trusting 
attitude in regards to the product/ service that is about to be acquired. 
 In the case of satisfaction analysis, we can observe two types of situations: when the product’s performances 
don’t rise to the consumer’s expectations, hence the consumer will be disappointed and when the performances 
identify with the consumer’s expectations, making him content. In the situation when the added value of a product is 
perceived by the consumer as exceeding his expectations, this individual will be satisfied and thrilled and will want 
to subsequently acquire the product (Keller and Kotler, 2012). 
According to Miller, expectations can be divided in 4 categories and can be used as comparative standards 
regarding the product performances assessment.. These are (Muntean, 2010, p. 87): the ideal expectations (they 
identify with the desired level of product performance; they are based on the consumer’s experience and on 
information obtained from various sources), the probabilistic expectations (they aren’t of an emotional nature; they 
are determined through the objective calculation of the probability of achieving a certain level of performance; they 
are based on the consumer’s experience and on information obtained from various sources) and the deserved 
expectations (they are of an emotional nature, they are determined through the consumer’s evaluation regarding his 
involvement and investment in the acquiring process). 
In strong connection with the previously presented factors, we can identify the consumer’s previous acquiring 
experience. This refers to the acquisitions that have been made in the past by an individual. Experience consists of a 
source of internal information that will be held as reference for subsequent expectations from the product/ service in 
question. The consumer’s experience is influenced by a series of factors such as: age, type of education, culture, 
income and also information received from an informal environment. 
In the opinion of Oldfield and Say (2003), companies shouldn’t associate previous experience of the consumer 
with an “individual” project, but treat it more as a commitment, understand it, support it and use it as a key factor in 
making decisions for a better subsequent customer satisfaction. 
"Word of mouth" (WOM or "word from mouth to mouth") is an important factor regarding previous consumers’ 
experience, a factor that has to be taken into consideration by companies, so they can create quality products/ 
services. WOM can add value to a company or on the contrary, can form a negative image. This concept is based on 
the following assertion: a consumer is more susceptible in discouraging family and friends, from using a product/ 
service with which he has had a negative experience, that to promote and recommend high quality products/ services 
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that the has benefited from (Wiseman, 2007). 
Different aspects of dimensions such as style, fashion, aesthetics, traditions represent elements that lead to a 
guaranteed consumer’s experience (Caluschi, Munteanu and Prutianu 2004, p.86). Some of them can be very 
specific and directly reliant not only on cultural traditions that are dominant on the market, but also on the 
consumer’s personality. 
In the conditions of a highly competitive market in which the consumer is tented to continuously make different 
choices, companies must adopt a vision oriented towards consumers (Balaure et al., 2002, p. 28). As a consequence, 
these companies should make continuous efforts to discover the needs and wants of consumers, but also the 
problems that they face. What’s more, organizations should identify not only the services that are necessary to 
individuals, but also the means through which they are tented to acquire the company’s products and services. 
Consumers need to be assured and to be informed by companies, so they can overcome their fears and 
preoccupations. Because of this, organizations try to inspire the consumers trust, by offering services set to the 
highest standards (The Future company, 2008). Happy consumers become loyal consumers and have the tendency to 
purchase more often and in larger quantities. Hence, satisfied consumers are willing most of the time to pay 
premium prices for the products they want. 
  Following these facts, we can see that the consumers will contribute both to reinforcing the position the 
company has on the market and also to improving the company’s incomes and performances. This aspect can be 
considered a benefit for the company, a benefit that can generate changes not only from the perspective of 
improving the products and services that are for sale, but also from the perspective of what technologies have been 
used (Kristensen and Martensen, 1996). 
The companies that want to keep clients and to grow their level of satisfaction must continuously analyze every 
type of consumer to identify the experience he has acquired based on previous data, to implement and monitor the 
measures that have to be taken and to report the reference indicators (Stone, 2005). To understand the consumer’s 
behavior, companies have at their disposal a series of behavioral measures (the time frame until the next purchase, 
price checking) that are meant to clarify how every the individual acts. 
No matter how good a company’s marketing program is designed and implemented, situations can exist when  
consumers are dissatisfied with various aspects such as: problems with company employees concerning the offered 
services, misunderstandings concerning product delivery in accordance to initial indications, the quality of the 
products does not meet expectations, etc. 
 Kotler (2012) believes that 25 % of all the clients are dissatisfied by the purchases they have made, but only 5% 
express their disappointment. The rest, meaning 95%, do nothing about their dissatisfaction, either considering a 
complaint is a waste of time, either they do not know who the person responsible for resolving complaints is. It can’t 
be exactly determined if the percentage of dissatisfied customers is high enough to be considered worrying because 
it depends on the nature of the complaints that bring disgruntlement among consumers (Clarke, 2000, p. 4). To be 
able to offer consumers more safety, companies can use different methods such as: creating a phone line where 
consumers can call to express their discontent, an e-mail address or suggestion forms through which consumers have 
the opportunity to write what has to be improved at company level.   
3. Research methodology 
The conducted research for this paper has the purpose to identify the main factors that contribute to the increase 
in the satisfaction level that individuals feel when acquiring products on the direct sales market. The study has 
mainly focused on analyzing the most important elements that contribute to the increase in the satisfaction level and 
also on offering a clear image of what has been studied. 
The foundation of the analysis that has been conducted is based on the following objectives: determining the 
level of satisfaction that respondents have had in regards to the image of the Herbalife company, identifying the 
level of satisfaction the respondents have had in regards to the Herbalife sales point from which they acquire their 
products, identifying the level of satisfactions consumers have in regards to the Herbalife product range they use, 
determining the satisfaction level of respondents in regards to the consulting services that have been provided to 
them by Herbalife, identifying the level of satisfaction of the respondents in regards to the main information 
methods that are used by the company and finally, identifying the degree in which respondents have recommended 
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Herbalife. 
The research has been conducted from the 12th of August to the 6th of September in Bucharest, on a number of 
122 respondents. A questionnaire has been created for this study and subsequently filled out by respondents with the 
age between 18 and 55 that use the services and products of the Herbalife company. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig.1. The proposed conceptual model 
4. The model 
Regarding the results that have been obtained, we can observe that the company’s image is the most important 
factor that has the capacity to influence the level of satisfaction that individuals feel when acquiring Herbalife 
products. The sales point and the range of products can also influence directly the level of satisfaction of the target 
public of the company. 
 Although the scores obtained through the methods of informing aren’t high, they have the capacity to directly 
influence the level of satisfaction of an individual. The desire to recommend the company’s products is influenced 
directly by the satisfaction level of the consumers. Hence, it can be observed that the more satisfied a consumer is 
with the acquired products, the more he will want to recommend them to his friends or relatives. 
 As for the indicators that have been obtained at model level, the RMR (root mean squared residual) absolute 
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indicator has a value of 0.059< 0.1, which proves that we have a pretty good model, that has the capacity to 
reproduce the evolution of the observed data. Another absolute indicator that has been analyzed at model level is the 
GFI (index of goodness of fit) that has a value of 0703. It is known that this indicator takes values between 0 and 1, 
the ones that exceed 0.85 being those which signal a very good model. What’s more, this indicator is reliant on the 
number of collected information and on the model’s complexity. 
The limited number of respondents in this research has caused a lower value in the case of this indicator. AGFI is 
an adjusted indicator of the GFI, with the value of 0.643. NFI (normed fit index) (0.623), RFI (relative fit index) 
(0.589), CFI (comparative fit index) (0.552). The extracted values in the suggested model give evidence that it is 
applicable for the sector we have analyzed. In the case of the PNFI indicator (parsimony adjusted NFI) and PCFI 
(parsimony adjusted CFI) the value was near to 0.70, suggesting yet again the fact that the model is acceptable. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 2.The model 
5. Research limitations 
A research was conducted for this study, a research whose purpose was identifying the main elements that have 
the capacity to influence the level of satisfaction of individuals that acquire products/ services on the direct sales 
market in Romania. 
The analysis that has been conducted has taken into consideration a series of indicators that have the possibility 
to directly influence the satisfaction level perceived by the respondents. Besides them, there are other factors that 
haven’t been taken into consideration and which have the possibility to influence the satisfaction level of the users. 
Because of this, we consider necessary more analyses in which other factors, that haven’t been used now, shall be 
taken into account. 
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More than this, so the phenomenon we have studied is better understood, further research has to be focused on 
more companies that are active on de direct sales market in Romania. Hence, further studies can follow the 
identification of existing influential factors regarding the level of customer satisfaction towards the products/ 
services that each company provides. To analyze this phenomenon in depth, the indicators that are taken into 
account can be studied for each class of products or services that exists on the direct sales market in Romania. 
 Another limitation of the research refers to the limited number of respondents (122), that doesn’t allow the up-
scaling of the results for the entire collectivity that has been subject to research. Because of this, there is a necessity 
for further studies that prove or disprove what has been stated previously. 
6. Conclusions 
In a continuously changing society, in which time is the main enemy of consumers, the products that are sold on 
the direct sales market are meant to facilitate the consumers’ access to the products they desire and subsequently 
obtaining them, because these are made more accessible. Identifying consumers’ satisfaction on such a market is 
essential, this offering a complete picture of how activities are conducted. 
 The present model has shown us how a series of variables such as: the company’s image, the sales point images, 
the company’s range of products, the methods of informing at a consumer level as well as the consulting services 
that are provided, have the capacity to influence the satisfaction level of individuals when they purchase products/ 
services on the direct sales market. 
What’s more, it can be observed that the satisfaction level of the consumers has left its strong mark on the 
possibility of recommending the products to friends and family. Hence, the more a consumer is satisfied with the 
products he acquired, the more probable it is for him to recommend them. 
To conclude, it is very important to know the satisfaction level of the individuals that acquire products through 
“direct sales”, because this information helps us form a clear image about the direct sales market. Furthermore, this 
study can be used as a pillar for other subsequent researches based on this subject. 
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